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Abstract 
In an era where companies compete to make their brands distinctive the ultimate solution seems to be the 
establishment of consumer-brand linkages at the sensual and emotional level. This way marketers aim at developing 
deeper, long-lasting, and strong brand attachments for the consumers. Although there is substantial amount of 
evidence in the literature regarding the tipping importance of emotions in building strong connections between 
consumers and brands through penetrating into their own values, hence an emotion based branding strategy, little 
effort has been canalized to deepen and extend the research on emotional branding. This research aims to deepen our 
understanding of the potential nature of emotions in creating strong brand attachments between consumers and 
brands, which is often addressed by the emotional branding strategy of the firm. To tap into the domain of emotional 
branding first the emotion-cognition approach needs to be recognized, second the key to position the brand into the 
-congruence by allowing the consumer to identify him/herself with the 
brand ought to be identified and third a framework on the antecedents and consequences of a successful and 
sustainable emotional branding strategy has to be developed, which reflects the systematization of this research. 
Finally, suggestions for future studies and concluding remarks are presented. 
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1. Introduction 
The importance of building strong brands as an imperative strategy to succeed in highly competitive 
environments has been increasingly emphasized in the brand management field of the marketing research 
(Morrison and Crane, 2007). Branding literature is recently focusing on the role of emotions as a 
leveraging force in the attachment of consumers to brands (Yoo and MacInnis, 2005). As suggested by 
through the development of strong brand relationships. Hence, firms ought to concentrate on the 
emotional bonding between brands and consumers who live and store the brand experience as a 
relationship building factor in branding strategy. The emerging concept of emotional branding has been 
studied from a variety of perspectives in branding literature including i-) emotions in brand attitude 
formation (Yoo and MacInnis, 2005), ii-) emotions in B2B branding (Lynch and Chernatony), iii-) 
emotions in building brand relationships (Wyner, 2003), iv-) emotional content in advertising (Heath et 
al., 2006; Holbrook, 1987), v-) emotions in brand value and purchase intention (Tsai, 2005), vi-) emotions 
in service brands (Jawahar, and Maheshwari, 2009; Morrison and Crane, 2007), vii-) the role of emotions 
in brand attachments (Orth et al., 2010), and viii-) emotions in customer loyalty (DeWitt et al., 2008). 
However, although there is substantial amount of evidence in the literature regarding the tipping 
importance of emotions in building strong connections between consumers and brands through 
penetrating into their own values, hence an emotion based branding strategy, little effort has been 
canalized to deepen and extend the research on emotional branding.  Therefore, this study focuses on the 
ose here is to deepen our understanding of the potential nature of 
emotions in creating strong brand attachments between consumers and brands, which is often addressed 
by the emotional branding strategy of the firm.  
2. Theoretical Background 
2.1. Emotional Branding 
It is highly evident that intense psychological bonds with the brands referred as emotional brand 
connections lead to higher levels of firm performance and competitive advantage (Malar et al., 2011). The 
emotional linkages between consumers and the brand result in increased commitment (Grisaffe and 
Nguyen, forthcoming), customer satisfaction (Bagozzi et al., 1999), loyalty, and repurchase intention 
as 
marketing research has been Bagozzi et al. (1999) w
-
driven branding approach, emotional branding focuses on brand meanings that interact with consumer 
lives and  inspire their passion, life stories, memories, and experiences (Thompson et al., 2006).  
505 Ali Ekber Akgün et al. /  Procedia - Social and Behavioral Sciences  99 ( 2013 )  503 – 508 
 
Emotional branding is defined as the engagement of consumers in a deep, long-term, intimate 
emotional connection with the brand, which is beyond the benefit based satisfaction, and which creates a 
special trust based relationship for the development of a holistic emotional experience (Morrison and 
Crane, 2007). The emotional branding premises an affective basis of the ties to the brand regardless of its 
causes (G
reflects emotional branding as a means of 
creating personal dialogue with the consumers which adds credibility through powerful connections on a 
personal and holistic level (Jawahar and Maheswari, 2009).  
In tapping the domain of emotional branding the concept of emotions need to be thoroughly examined. 
The general affect-and-cognition approach states that general affective states of the individuals shapes 
ns 
in decision making process (Morris and Keltner, 2000). Thus emotions play a crucial role in cognition, 
that involves valence (directional force), evaluative appraisal, a target (or object or stimulus) and 
blueprint in human brain which facilitates the recognition and anticipation of subsequent emotional cues 
and reactions (Kay and Loverock, 2008). Accordingly, emotions are a strong means of captivating 
experience-driven consumer attachment to brands and proactively integrating brands into their lives and 
identity projects (Thompson et al., 2006). Departing from these definitions and the context of emotions, 
emotional branding is anticipated as a unique, inimitable branding strategy which binds the hearts, 
ves 
(Jawahar and Maheswari, 2009) and by creating a self-congruence by allowing the consumer to identify 
him/herself with the brand (Malar et al., 2011).  
2.2. Antecedents and Consequences of Emotional Branding 
Emotional branding is crucial for firms in breaking the clutter through claiming distinctive associations 
technological, causal, and benefit based differentiations. The emotional branding perspective suggests 
that firms ought to concentrate on forging strong and meaningful emotional bonds that proactively enrich 
the brand-consumer relationships based on the emotional linkages constructed are increasingly gaining 
popularity and importance for marketing researchers and practitioners (Thomson et al., 2005), 
recognizing the fact that brands achieve the opportunity to differentiate from other brands in an 
exponential scale, through adopting a branding strategy where they promote experience based 
relationships with their customers, placing their brands to a  high centrality and importance into 
 
There is a divergent approach in establishing the boundaries of the constructs in which emotional 
branding is being affected from. However, although the theoretical foundations of the emotional memory 
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construct would be stronger if they are built on an antecedents, and consequences-based ground, literature 
lacks researches regarding the determinants and outcomes of emotional branding. Yet a commonly 
discussed set of variables are addressed as the antecedents of emotional brands and branding. Jawahar and 
Maheswari (2009), suggest emotional attachment which includes i-) affection, ii-) connection and iii-) 
passion, as the antecedent of emotional branding. The study, focused on the measurement of emotional 
attachment in developing emotional brands, and the results present that emotional attachment positively 
influences emotional branding. Since emotional branding is a relatively new concept, this study aims to 
interpret the antecedents of related concepts such as emotional attachment, emotional loyalty for the 
expansion of emotional branding field. Carrol and Ahuvia (2006) similarly address brand love as satisfied 
strategy. The study investigates hedonic and symbolic benefits associated with brands in the arousal of 
brand love, and the results show that brands in hedonic and symbolic product categories are more likely 
to give rise to brand love. In a similar vein, some studies address emotional attachment to brands as an 
emotional core of affective commitment which is cues of emotional branding strategies. A common 
-based mother-infant bonding where each party manifests intense 
connection with a brand, and to actively avoid separation, manifesting in emotionally rooted repurchasing 
and avoidance of switch
emotional attachment, Grisaffe and Nguyen (2010) identify the antecedents of emotional attachments to 
brands as; i-) sentimentality/emotional memory (i.e. people, places, situations), ii-) socialization (i.e. 
family, social group), iii-) traditional customer outcomes (i.e. value satisfaction differentiation), iv-) 
superior marketing characteristics (i.e. product, place, price, promotion, service), v-)user-derived benefits 
(i.e. sensory pleasure, self-oriented goals, social oriented goals). Additionally, Malar et al., (2011) 
propose a model where perceived ideal and perceived actual self-congruence have positive effect on 
emotional brand attachment, and the results reveal that depending on the product involvement, self-
esteem, and public self-consciousness influence emotional brand attachment. Moreover, the study of Orth 
et al., (2010) suggests that store-evoked pleasure and arousal positively affects brand attachment, on the 
basis of consumer personalities. These studies are regarded as building the framework for determining the 
antecedents of emotional branding. 
On the other side of the discussion regarding emotional branding, the constructs that are affected by 
this construct would provide a necessary field for the development of the concept and for the realization 
of its potential for firms. Thus, although few some studies address the outcomes and benefits associated 
with emotional branding (Thompson et al., 2006). DeWitt et al., (2008) propose a model where trust and 
emotions have mediating effect in the relationship between perceived justice and customer loyalty. Hence 
departing from this study emotional branding can be suggested as a facilitator of brand loyalty. Similarly, 
in the study of Carrol and Ahuvia (2006) brand love considered as an emotional branding construct is 
associated with higher levels of brand loyalty and positive word-of-mouth. According to Thomson et al., 
(2005), emotional brand attachment characterized by deep feelings of connection, affection and passion, 
presents discriminant validity with brand attitudes, brand satisfaction, and brand involvement. Thomson 
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repurchase intention, also highlights the predictive validity with loyalty intentions. A more general 
approach regarding the benefits of emotional branding is suggested by Fournier (1998) in brand 
relationship quality model as leading to stronger emotionally based consumer-brand relationships. It is 
also suggested by Thompson et al., (2006) that emotional branding creates innovative opportunities such 
as new product development, and product design improvements. Moreover, Tsai (2005) suggests that 
emotional experience positively influence brand re-purchase intention. Hence, these studies draw an 
 
3.  Conclusion and Future Studies 
This study attempts to unveil the concept of emotional branding acknowledging the fact that, a newly 
arising concept can be best understood and expanded through the examination of its antecedents and 
outcomes. The previous research on emotional domain of brands and branding strategies rarely focus on 
its antecedents as well as consequences, yet this study aims at directing research efforts in the 
examination of emotional branding concept, and its scope; mainly antecedents, and consequences. Based 
on the previous studies within the emotional domain of branding, commitment, trust, and willingness can 
be investigated as antecedents of emotional branding in future studies. Since emotional attachment is 
considered as positively influencing emotional brands (Jawahar and Maheswari, 2009), the constructs 
appearing as the antecedents of emotional attachment to brands namely; i-) emotional memory, ii-) 
socialization, iii-) customer outcomes, iv-) superior marketing characteristics, v-) user-delivered benefits, 
vi-) store-evoked affect, vii-) consumer personality, and viii-) perceived ideal and perceived actual self-
congruence can be tested as antecedents of emotional branding in future studies. Moreover, future studies 
may address the gap in the literature regarding the empirical investigation of the outcomes of emotional 
branding such as; i-) brand loyalty, ii-) purchase and re-purchase intentions, iii-) brand attitude formation, 
iv-) brand equity, and v-) affective commitment enriched with a comprehensive theoretical background.  
References: 
Bagozzi, R.P., Gopinath, M., Nyer, P.U. (1999).  The Role of Emotions in Marketing. Journal of the Academy of Marketing Science, 
27, 2,184-206. 
DeWitt, T., Nguyen, D.T., and Marshall, R. (2008). Exploring Customer Loyalty Following Service Recovery: The Mediating 
Effects of Trust and Emotions. Journal of Service Research, 10, 269-281. 
Elliott, R. (1998).  A Model of Emotion-Driven Choice. Journal of Marketing Management, 14, 1/3, 95-108. 
Ersoy N. F., &  A Study on Mobile Telephones from 
Eskisehir, Turkey. The Business Review, Cambridge, 15, 1, 212-219. 
Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory in Consumer Research. Journal of Consumer 
Research, 24, 343 74. 
Gobe, Marc (2001). Emotional Branding: The New Paradigm for Connecting Brands to People. New York: Allworth Press. 
Grisaffe, D.B., & Nguyen, H.P. (forthcoming). Antecedents of emotional attachment to brands. Journal of Business Research. 
Heath, R., Brandt, D., & Nairn, A. (2006). Brand Relationships: Strengthened by Emotion, Weakened by Attention. Journal of 
Advertising Research, (December), 410-419. 
Holbrook, M.B., & Batra, R. (1987).  Assessing the Role of Emotions as Mediators of Consumer Responses to Advertising. The 
Journal of Consumer Research, 14, 3, 404-420. 
508   Ali Ekber Akgün et al. /  Procedia - Social and Behavioral Sciences  99 ( 2013 )  503 – 508 
 
Jawahar, P.D., & Maheswari, R. (2009). Service Perception: Emotional Attachment As a Mediator of the Relationship Between 
Service Performance and Emotional Brand. The IUP Journal of Marketing Management, 8, 2,  7-22.  
Kay, R.H., & Loverock, S. (2008). Assessing emotions related to learning new software: The computer emotion scale. Computers in 
Human Behavior, 24, 1605 1623. 
Lynch, J., & De Chernatony, L. (2004).  The power of emotion: Brand communication in business-to-business markets. Journal of 
Brand Management, 11, 403 419. 
L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011). Emotional Brand Attachment and Brand Personality: The 
Relative Importance of the Actual and the Ideal Self. Journal of Marketing, 75 (July), 35 52. 
Morris, M. W., & Keltner, D. (2000). How Emotions Work: The Social Functions Of Emotional Expression In Negotiations. 
Research in Organizational Behaviour, Volume 22, 1-50. 
Morrison, S., & Crane, F.G. (2007) Building the service brand by creating and managing an emotional brand experience. Brand 
Management, 14, 5, 410 421.  
Orth, U.R., Limon, Y., & Rose, G. (2010). Store-evoked affect, personalities, and consumer emotional attachments to brands. 
Journal of Business Research, 63, 1202 1208. 
Thompson, C. J. Rindfleisch, A., & Arsel, Z. (2006). Emotional Branding and the  Brand 
Image. Journal of Marketing, 70 (January), 50 64. 
Tsai, S-P. (2005). Utility, cultural symbolism and emotion: A comprehensive model of brand purchase value. International Journal 
of Research in Marketing, 22, 3, 277-291. 
Watzlawick, P., Bavelas, J. B., & Jackson, D. D. (1967). Pragmatics of Human Comnninication. New York: Norton & Co. Inc.  
Wyner, G. A. (2003). The Customer-Brand Relationship. Marketing Management, 12, 1, 6-7. 
Yoo, C., & MacInnis, D. (2005). The brand attitude formation process of emotional and informational ads. Journal of Business 
Research, 58, 1397  1406. 
 
